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Tujuan Penelitian ini untuk mengetahui pengaruh brand image, persepsi resiko 
dan promosi terhadap loyalitas pelanggan melalui persepsi nilai pada klinik 
estetika kamila gresik. Sampel menggunakan metode non probability sampling 
dengan pengambilan sampel secara acak dengan memilih pengunjung sebanyak 
100 orang. Teknik analisis data menggunakan Path Analysis. Hasil analisis 
menunjukkan brand image terhadap loyalitas pelanggan melalui persepsi nilai 
tidak memiliki pengaruh signifikan pada klinik estetika kamila gresik , persepsi 
resiko terhadap loyalitas pelanggan melalui persepsi nilai memiliki pengaruh 
signifikan pada klinik estetika kamila gresik, sedangkan promosi terhadap 
loyalitas pelanggan melalui persepsi nilai tidak memiliki pengaruh secara tidak 
langsung pada klinik estetika kamila gresik. 
 




























Cindi Anindiya Rahayu, 14312129, Influence of Brand Image, Risk Perception 
and Promotion on Customer Loyalty Through Perception of Value at Kamila 
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The purpose of this study is to determine the effect of brand image, risk 
perception and promotion of customer loyalty through the perception of value at 
the aesthetic clinic, we are gresik. The sample uses a non probability sampling 
method with random sampling by selecting 100 visitors. Data analysis techniques 
use Path Analysis. The results of the analysis show that the brand image of 
customer loyalty through perceived value does not have a significant influence on 
our aesthetic clinic, gresik, the perception of risk towards customer loyalty 
through perceived value has a significant influence on the aesthetic clinic Kamila 
Gresik, while promotion of customer loyalty through perceived value has no 
effect not directly at the aesthetic clinic we are gresik. 
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